ABSTRACT
INTRODUCTION
he Department of Trade and Industry (2005) define craft as "the creation and production of a broad range of utilitarian and decorative items produced on a small scale with hand processes being a significant part of the value added content. The production of goods uses a range of natural and synthetic materials". Products produced in the industry include home furnishing, jewellery, fashion and fashion accessories, novelties and gifts including corporate gifts, garden and outdoor, curios, collectibles, one of a kind, high value, individually made objects and indigenous artefacts, as well as culturally derived objects (Department of Trade & Industry, 2005) . Craft production usually is initiated in regions where it is still regarded as a way of life. Craft product designs are traditional and functional in nature (Wesgro, 2000:4) . Regions such as Gauteng and the Western Cape have the highest population of crafters because of urbanisation and the fact that they have an established tourism industry (Wesgro, 2000) .
The craft industry is highly significant due to the employment it creates, and incorporates both informal craft producers selling on the roadside and formal craft producers that sell their products locally and internationally (Elk, 2004) . The craft industry contributes R2 billion to the gross domestic product (GDP) in the craft industry value chain (Kaiser & Associates, 2005) and consists of over 7 000 craft producer businesses (Department of Trade and Industry, 2005) . The industry employs 40 000 people (DED and SEDA cited in McCarthy & Mavundla, 2009 ). The local market has shown a strong growth of between 3 to 4 percent annually, and the sector contributes 0.14 percent to the GDP, of which R150 million is from export sales. The number of craft producer businesses has also increased by 40 percent, with an average growth of 8 percent per year, double the national average (Department of Labour, 2008) . The SA government spent R97 million on the establishment and growth of the craft industry in SA between (Create SA cited in Grobler, 2005 , making this an important sector.
In SA, the number of craft producers increased by an estimated 40 percent between 2005 and 2009, with an average growth of 8 percent per year. Growth was attributed to growth in tourism (SouthAfricaWeb). This is an indication that there are growing market opportunities for craft producers both locally and internationally. Growth in the craft market is associated with the rise in local interest in SA craft fuelled by trends towards ethnic, rustic, earthy African styles, increasing national pride and the return of African values (Sellschop, Goldblatt, & Hemp, 2005) . The growth of the black middle class and its ability to earn and spend its income on goods and services has also impacted on the growth in this market (Wesgro, 2000) . However, such opportunities cannot materialise unless craft producers are competitive. Craft producers need an effective and efficient supply chain that will get the right product at the right time and at the right place.
Craft products are sold through formal and informal retail channels. The formal retail channels consist of various retail outlets such as those in formal craft markets, and formal large and small retailers ranging from boutique shops and gift shops to large outlets in airports as well as national retailers such as Mr Price Home, Pep Home and Woolworths (Department of Sports, Arts, Recreation & Culture, 2007) . The informal retail channels consist of those involved craft producers selling directly to consumers such as the street hawkers operating alongside the Tshwane Zoo in Tshwane, South Africa.
Formal craft retailers consequently form an important part of the value chain. Retailers provide access points to the consumer market for most products (Collins & Burt, 2003) . This makes selling to formal craft retailers and an understanding of an effective and efficient supply chain practice of great significance to craft producers, since it will help them create competitive advantages for their businesses and gain access to a bigger share of the market.
LITERATURE REVIEW
Supply chain management (SCM) is a key to success for any businesses as purchased goods and services account for 80 percent of sales revenue (Quayle, 2003) . Managing SCM can create a competitive advantage as well greater profit for businesses (Chen & Li 2006 , Li 2006 Cooper & Ellram, 1993) . SCM and related strategies are crucially important to the success of a manufacturing firm because the cost and quality of goods and services sold are directly related to the cost and quality of goods and services purchased (Koh, Demirbag, Bayraktar, Tatoglu & Zaim, 2007) . Building effective supply chains offers businesses opportunities to create sustainable competitive advantage (Cooper, Lambert & Pagh, 1997) . SCM impact on key competitive dimensions such as product availability, order to delivery cycle time, costs, and customer service (Tracey, Lim & Vonderembse, 2005) . Hilletofth (2009) define supply chain management as a set of approaches utilised to efficiently integrate and coordinate the materials, information and financial flow across the supply chain so that merchandise is supplied, produced and distributed at the right quantities, to the right location, at the right time, in the most cost efficient way, whilst satisfying customer requirements. According to Pienaar and Vogt (2012) , the purpose of supply chain management is to create value, enhance efficiency, and to satisfy customers.
There are four major components of an SCM: This research will focus on the first component, with specific focus on the downstream linkages, to determine the supply chain practices of craft producers. Furthermore, Sutherland & Canwell (cited in Pienaar & Vogt 2012) define supply chain as the integrated management and control of the flow of information, materials and services from suppliers of raw materials, through to the factories, warehouses and retailers, to the end customers. SCM offer several benefits including product and delivery process quality such as shorter delivery times, more reliable delivery promises, fewer schedule disruptions, cost savings (for example, significant reductions in inventories) and risk reductions (Bask & Juga, 2001) .
Supply chain include all the activities involved in delivering a product from raw material through to the customer including sourcing raw materials and parts, manufacturing and assembly, transportation, warehousing and inventory tracking, order entry and order management, distribution across all channels, delivery to the customer, and the information systems necessary to monitor all of these activities (Lummus & Vokurka, 1999; Tan, 2001 ). Grant, Lambert, Stock and Ellram (2006) grouped the SCM activities as consisting of customer service and support; demand forecasting and planning; purchasing and procurement; inventory management; order processing and logistics communications; material handling and packaging; transportation; facilities site selection, warehousing and storage and return goods handling and reverse logistics. Chan and Qi (2003) suggested that supply chain activities include supply base management; inbound material transportation and storage; outbound transportation and distribution; manufacturing; warehousing and marketing and sales. SCM can benefit businesses both in the short term and long rum. Its short-term objective is to increase productivity and reduce inventory and cycle time, while the long-term strategic goal is to increase customer satisfaction, market share, and profits (Tan, 2006) . The purpose of this study is to investigate the supply chain practices of craft producers in South Africa. Specifically, the research will investigate the SCM activities such as the production strategy, distribution, order placement, warehouse/factory space, transportation and inventory management. This will determine how craft businesses perform and practice the activities in the supply chain.
The quality of the SCM activities of production, warehousing, inventory control, and outbound transportation has important repercussions regarding the firm's capacity to satisfy customers. For businesses to please customers, they need to produce and deliver the right product at the right time and at the right place (Tracey et al, 2005) . This implies that businesses must have certain abilities to keep the stock at the warehouse for delivery as and when customers need them. Transportation maintains the flow of goods from the plant, through the distribution network and to the final customer and impact on customer satisfaction. The choice of the transportation method used determines how effective transportation will be and has impact on the product's cost (Thompson & Manrodt, 1997) .
Productive and profitable businesses examine their internal as well as external processes for the creation and distribution of goods and services. This enable manager to access the value of activities in each process and determine how to increase the value of these activities that form a value chain from supplier to firm to distributor to customer (Beheshti, Hultman, Jung, Opoku & Salehi-Sangari, 2007 ).
Beheshti, Hultman, Jung, Opoku and Salehi-Sangari Beheshti, Hultman, Jung, Opoku and Salehi-Sangari (2007) conducted a study on the use of internet in the SCM by small businesses. The study found that small businesses use internet mainly for purchasing, followed by customer service and customer order processing. The findings differed from those of Lacione, Smith & Oliva (2000) who found that SMEs use internet for the management of transportation services followed by order processing and purchasing a well as relating with customers. According to Beheshti et al (2007) , inventory management is the most important area of the supply chain management. The most common SCM practices among SMEs are the holding of safety stock and sub-contracting to cope with uncertainties in a supply chain (Koh & Tan, 2006) . However, SMEs may not have the required capacity and resources to maintain safety (Bayraktar, Demirbag, Koh, Tatoglu & Zaim, 2009 ).
Most multinational corporations are pursuing different operations strategies to secure market share and improve profits due to increasing global competition and a decline in profit margins (Gunasekeran & Ngai, 2005) . By working closely with suppliers, inventories of components and materials are minimized. Building products to order means that there is no finished product inventory in the channel to manage (Bowersox, Stank & Daugherty, 1999) .
Customer satisfaction is influenced by the quality of the manufacturer's outbound transportation service. It maintains the flow of finished goods from the plant, through the distribution network, and often concluding with delivery to the final customer. Its effectiveness depends on choices made concerning the method of shipment, the specific carrier(s) used, the route, and compliance with local, state, federal, and international regulations. Even though it accounts for a significant share of a product's cost and is critical to customer satisfaction, transportation is often the missing link in SCM (Thompson & Manrodt, 1997) .
The advancement in Internet technology has created many opportunities for large and small enterprises. The Internet is a low-cost way of conducting economic activities (De Klerk & Kroon, 2005) . It provides a number of benefits including email messaging, communication with customers, placing business and product information on the Internet, access to product and component information, search for new suppliers, gathering of information about current suppliers, providing information to suppliers, gathering competitive information and online ordering (Cloete, Ourtney & Fintz, 2002; Osmonbekov, Bello & Gilliland, 2002) . Suppliers can also post information about their products and businesses and allow for the placement and filling of orders, and facilitate product delivery and service performance (Gilmore, Gallagher & Henry, 2007) .
The Internet has become the most important medium for craft producers (United Nations Educational Scientific & Cultural Organisation, 1997) and can bring enhancement to craft producers that are willing and able to integrate their marketing and daily operations (Batchelor & Webb 2002) . Internet adoption could give small businesses a wider market access since they can reach customers across the globe that they would otherwise not be able to reach owing to resource limitations. Internet adoption also helps enterprises to gather information about their customers, to keep abreast of changes in consumer behaviour as well as to gain new product ideas (Migiro & Ocholla 2005) . The Internet-based supply chain management provides many opportunities for businesses and includes streamlining the supply chain, improving speed, lowering costs and to be more flexible ( (Lankford 2004) . It improves communications among customers and suppliers and can also smooth the existing flow of goods and services throughout the supply chain (Lancioni et al., 2003) .
Small and Medium Businesses (SMEs) and the Supply Chain
Research on supply chain has focused to a large extent on large businesses (Burt et al, 2012) . There is dearth of literature on small business supply chain management. Small businesses do not have an effective supply chain management (SCM) (Vaaland & Heide, 2007) . They end up being reactive instead of proactive in their supply chain. This in turn creates supply chain and logistic challenges for them (Voortman & Makhitha, 2014) . SMEs are not able to implement SCM fully because they are managed at arm's length by larger customers and have to follow the norms stipulated by the buyer (Arend & Wisner, 2005) . They are known to have few products, few customers and low volume, lacking economies of experience and learning capacity, being bounded rational, having higher capital and transaction costs, having a reactive nature, being technologically focused with weak marketing skills and having limited resources (Coviello & McAuley, 1999; O'Gorman, 2001) . The Clute Institute Thakkar, Kanda and Deshmukh(2008) define supply chain from a small business perspective as a set of business activities including purchase from open/spot market, manufacturing or processing of subcomponents/subassembly within the plant and delivery to large enterprises using hired transportation to enhance value of end product and in-turn to ensure long-term regular purchase orders.
Supply chain inefficiency is one of the most prevalent issues facing the small-to mid-size enterprise (Lewis, 2005) . SCM can provide quality, cost, customer service, leverage and even risk reduction benefits for the SMEs but exposes the SME to greater management and control hazards while reducing its private differentiation advantages (Arend & Winser, 2004) . Purchasing seems to have received little attention from owner-managers and was ranked 14 out of a total 19 attributes valued by SMES owner-managers when managing their firms (Quayle, 2000) . SMEs face severe pressure to produce the ''best'' product, at the cheapest price, and with the shortest manufacturing lead time (Thakkar et al., 2008) .
SMEs are less likely to harness the benefits of SCM and also experience difficulties in implementing SCM practices (Vaaland & Heide, 2007) . SMEs do not implement SCM deeply as much as the large businesses. SMEs lack of effective adoption of SCM techniques and ignore issues such as new technology, R&D and ecommerce, which are normally associated with innovations in a supply chain context (Quayle, 2003) . However, SMEs consider email order processing as important in future (Vaaland & Heide, 2007) .
Problem Statement and Objectives
The craft industry is dominated by small and medium craft producer businesses (Hay, 2008) . There is a lack of reliable and accessible research data (Department of Economic Development, 2009), which impedes the industry's development and competitiveness. Supply chain and logistics are the major challenges facing the industry (Department of Sports, Arts, Recreation & Culture, 2007) . Craft producers face difficulties selling their products due to lack of access to production and retail space, lack of access to equipment and raw materials, lack of access to information, marketing and markets, lack of access to finance and lack of access to transportation (Department of Sports, Arts, Recreation & Culture, 2007).
Although some research has been conducted on the craft industry in South Africa, no research studies exist on the supply chain practices and challenges of the craft producers in South Africa. Existing research focused on marketing of craft products and include craft product development by design (Rankin, 2007) , product development strategies for community craft projects in Mpumalanga (Grobler, 2005) and the importance of a market-led approach to the growth and sustainability of craft businesses (Obiri, 2002) . Additional studies include craft marketing strategies in roadside Kwazulu-Natal (KZN) (Dludla, 2005) , craft retailers' supplier selection criteria -a key to market access (Makhitha, Wiese, Van Heerden, 2014) , reflections on the constraints in entrepreneurial development among emerging survivalist and micro craft enterprises in Gauteng (Dhurup & Makhitha, 2014) and increasing South Africa's contribution to the global trade in craft (Sujee, 2008) . Voortman and Makhitha (2014) studied the integration of supply chain and product strategy of craft producers. It was found that the supply chain and logistic efficiency of the small craft businesses was very poorly defined and that they could not afford or utilise transport and storage optimally. The purpose of this research was to investigate the supply chain practices of craft producers in South Africa. Specifically this research will:
•! determine the supply chain practices of producers in the craft industry •! determine the SCM challenges facing the craft industry in SA.
Research Methodology
The study adopted a survey method targeted at craft producers in Gauteng, South Africa. This included craft producers producing different types of products. A non-probability convenience sampling method was adopted owing to the difficulties of identifying craft producers and the fact that there was no reliable and easily accessible database of craft retailers. The convenience sampling method is suitable when there are time constraints and lists of available units are either incomplete and not up-to date, as with the case of SA craft producers (Cooper & Schindler, 2006) . Table 2 depicts the mean and standard deviation of the variables. As can be seen from the table, craft producers place more emphasis on order placement and inventory management. The mean scores for 'customers can order the product over the phone' is 3.86, higher than for all the SCM activities listed in the table. This is followed by the inventory management practice 'keep enough stock to supply as and when there is an order' which has a mean score of 3.81. Another important practice for craft producers is 'design and produce products according to customer specification' M=3.77 followed by 'customers visit the factory whenever they want to buy' (M=3.66). Craft producers use less rail transport to deliver their goods (M=2.01). Due to lack of access to own transportation, craft producers make use of public transportation to deliver goods to customers. They use Internet less to sell and advertise their products (M=2.39). Overall, internet adoption is moderately practiced by craft producers. 
Factor analysis
Factor analysis was conducted to ascertain whether the variables developed from a review of the literature and from the preliminary qualitative research could, in fact, be grouped into meaningful dimensions to describe the supplier selection criteria and sources of information. The main purpose of factor analysis is to define the underlying structure among variables in the analysis (Hair et al., 2010) . The principal component factor analysis with varimax rotation was performed. Principal component analysis establishes which linear components exist within data and how each variable contributes to that component (Field & Miles, 2010) .
Prior to performing the factor analysis, the suitability of the data for factor analysis was assessed. Pallent (2010) states that, ideally, the overall sample size should be over 150 for factor analysis; therefore, the sample size for this study of 199 was deemed sufficient. The Bartlett test was used to test the overall significance of all correlations within the correlation matrix (Hair et al., 2010) . It evaluates all factors and each of the factors is evaluated separately against the hypothesis that there are no factors (Tabachnik & Fidell, 2001) . The Kaiser-MeyerOlkin (KMO) measure of sampling adequacy of 0.716 indicated that the data were suitable for factor analysis. According to Field & Miles (2010) , a KMO closer to one indicates the patterns of correlations that are relatively compact and that factor analysis could yield distinct and reliable factors. Items with factor loading of 0.5 were considered part of the variables and those with less than 0.5 were omitted.
The total variance explained by the extracted factors was 64.46. As guided by Kim and Mueller (1978) , the threshold of 0.37 to 0.82 was maintained on the communalities, as well as a cut-off point of 0.30 on the item-to-total correlations. This resulted in nine items being dropped from factor analysis after they loaded unsatisfactory in the initial scale refinement procedure, suggesting that those items may be incapable of differentiating between factors. Table 3 shows nine factors. Factor 1 loaded six factors, and was named Internet adoption; this factor had a 13.23 percent variance. Items loaded in this factor included 'have access to Internet', 'access Internet at the Internet café', 'use Internet to sell and advertise the products', 'use of email to communicate with customers', 'Internet is useful for our businesses' and 'use of email to communicate with suppliers'.
Factor 2 was named factory visit and included items such as 'customers come collect products at the factory', 'customers visit the factory whenever they want to buy' and 'design and produce products according to customer specification'. It constituted 11.93 percent of the variance. The next factor, Factor 3, had 8.42 percent of the total variance and was named SCM challenges since it addressed some challenges that craft producers experiences. These included 'It is difficult to find a less expensive space for rental', 'renting out the space is very expensive' and 'transportation is one of the major challenges facing my businesses'.
Factor 4 was named factory space and included items such as 'There is not enough space to keep the stock' and 'do not have enough space to keep our products'. It comprised of 5.14 percent of the total variance. Factor 5 loaded two items 'Customers can order the product by email', 'customers can order the product via the Internet' and 'products can be couriered to international customers'. This factor was named online ordering. It constituted 4.60 percent of the total variance. 
